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Rezumat 
   În aceast￿  lucrare, definim  strategia  lan￿ului logistic ￿i  explic￿m felul  în  care 
crearea  unei  armoniz￿ri  strategice  între  strategia  competitiv￿  a  companiei  ￿i  strategia 
lan￿ului logistic afecteaz￿ performan￿a la nivelul firmei. Analiz￿m, totodat￿,  importan￿a 
extinderii    armoniz￿rii  strategice  de  la  o  opera￿iune  din  cadrul  companiei  la  toate 
nivelurile lan￿ului logistic. 
Lucrarea  de  fa￿￿  î￿i  propune:  explicarea  motivului  pentru  care  ob￿inerea  unei 
armoniz￿ri strategice este critic￿ pentru succesul de ansamblu al unei companii, descrierea 
felului  în  care  o  companie  realizeaz￿  o  armonizare  strategic￿  între  strategia  lan￿ului 
logistic  ￿i  strategia  sa  concuren￿ial￿/competitiv￿,  precum  ￿i  discutarea  importan￿ei 
extinderii sferei armoniz￿rii strategice asupra lan￿ului logistic.  
 
Cuvinte  cheie:  •strategii  concuren￿iale,  •logistic￿,  •armonizare  strategic￿,  •nevoile 
consumatorilor, •lan￿ valoric 
Clasificare JEL: M15.  
 
Abstract 
On this paperwork, we define the strategy of the logistic chain and we explain the 
way in which the creation of a strategical harmonization between the  competitive strategy 
of the companz and the strategz of the logistic chain affects the performance of the whole 
company. We also analyse the importance of the extension of strategical harmonization 
from an operation inside the companyto all the levels of logistic chain. 
This paperwork propose: explaining why obtaining a strategical harmonization is 
critical for the succes of a whole company, the description of the way in which a company 
realize  a  strategical  harmonization  between  the  strategy  of  the  logistic  chain  and  it’s 
competitional strategy and the disscution about the importance of expanding the strategical 
harmonization over the logistic chain. 
Keywords: •Competitional strategies, •logistics, •strategical  harmonization,  •consumer’s 
needs, •values chain. 
JEL Classification: M15  
 
Introducere 
Armonizare  strategic￿  semnific￿ 
faptul c￿ atât strategia logistic￿, cât ￿i cea 
competitiv￿ au ￿eluri comune. Aceasta se 
refer￿  la  compatibilitatea  dintre 
priorit￿￿ile clientului, pe care sper￿ s￿ le 
satisfac￿  strategia  competitiv￿  ￿i  la 
capacit￿￿ile  lan￿ului  logistic  pe  care 




Strategic  harmonisation  means 
that both logistic and competition strategy 
have  common  aims.  This  refers  to  the 
compatibility  between  the  customer’s 
priorities  which the  competitive  strategy 
hopes to satisfy and to the capacities of 
the  logistics  chain    which  the  logistic 
strategy aims at achieving. 
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În contextul procesului armonizarii 
strategice,  cele  mai  noi  abord￿ri  au  în 
vedere  conceptul  de  supply-chain 
management. 
Lan￿ul  logistic  sau  supply-chain 
presupune  func￿iile  operative  ale  firmei, 
achizi￿iile, produc￿ia ￿i vânz￿rile care fac 
leg￿tura între furnizori ￿i clien￿i, precum 
￿i acea func￿ie prin care se gestioneaz￿ ￿i 
coordoneaz￿ opera￿iunile (figura 1). 
In  the  strategic  harmonization 
process, the most recent approaches take 
into.consideration  the  supply-chain 
management concept. 
Supply  chain  suppose  firm’s 
operative functions, production and sales 
wich make conection between purveyors 
and  clients as  well  that  function  though 
the firm manage the operations (fig.1). 
 
Figura 1  Verigiile supply-chain (Supply chain link) 
Source: Chopra, S., Meindl, P., Supply Chain Management, Pearson Education, USA, 2007, p. 41 
 
Toate procesele ￿i func￿iile care 
fac  parte  din  lan￿ul  valoric  al  unei 
companii,  contribuie  la  succesul  sau 
e￿ecul acesteia. Aceste procese ￿i func￿ii 
nu func￿ioneaz￿ în izolare: niciun proces 
sau  func￿ie,  de  unul/una  singur(￿)  nu 
poate asigura succesul lan￿ului. În schimb, 
e￿ecul oric￿rui singur proces sau func￿ie 
poate conduce la e￿ecul întregului lan￿. 
O  companie  poate  da  gre￿  fie 
datorit￿ lipsei unei armoniz￿ri strategice, fie 
datorit￿  faptului  c￿  procesele,  conceperea 
întregului lan￿ logistic ￿i resursele nu ofer￿ 
capacit￿￿ile  necesare  pentru  a  sprijini 
armonizarea strategic￿ dorit￿. 
 
Ob￿inerea  armoniz￿rii  strategice 
reprezint￿  un  element  cheie  în  realizare 
strategiei lan￿ului logistic sau în faza de 
concepere 
All  the  processes  and  functions 
belonging  to  the  value  chain  of  a 
company  contribute  to  the  company’s 
success  or  failure.  These  processes  and 
functions do not act isolately: no process 
or function alone can ensure the success 
of  the  chain.  On  the  other  hand,  the 
failure of a single process or function can 
lead to the failure of the whole chain. 
A company can fail either due to 
the  lack  of  a  strategic  harmonisation  or 
because the processes, the planning of the 
whole logistics chain and the resources do 
not  offer  the  necessary  capacities  for 
supporting  the  desired  strategic 
harmonisation. 
Achieving  strategic 
harmonisation  is  a  key  element  in 
pursuing the strategy of the logistics chain 
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2. Strategii competitive ￿i logistice 
 
Strategia  competitiv￿  a  unei 
companii  define￿te,  legat  de  concuren￿a 
sa, setul nevoilor consumatorilor pe care 
încearc￿  s￿  le  satisfac￿  prin  intermediul 
produselor ￿i serviciilor sale. De exemplu, 
Wal-Mart are în vedere oferirea unei mari 
disponibilit￿￿i dintr-o varietate de produse 
de  calitate  rezonabil￿  la  pre￿uri  sc￿zute. 
Majoritatea  produselor  comercializate  la 
Wal-Mart  sunt  produse  generale  (de  tot 
felul,  de  la  aparatur￿  electrocasnic￿  la 
îmbr￿c￿minte)  ￿i  pot  fi  achizi￿ionate  de 
oriunde  altundeva.  Ceea  ce  ofer￿  Wal-
Mart este un pre￿ sc￿zut ￿i disponibilitatea 
produsului. McMaster-Carr vinde produse 
pentru  între￿inere,  repara￿ii  ￿i  produse 
tehnologice  (MRO).  Aceasta  ofer￿  mai 
mult de 400 000 de produse diferite atât 
prin  intermediul  unui  catalog,  cât  ￿i 
printr-un  site  web.  Strategia  sa 
competitiv￿  se  axeaz￿  pe  furnizarea  de 
accesibilitate,  disponibilitate  ￿i rapiditate 
clientului.  Axându-se  pe  rapiditate, 
McMaster nu concureaz￿ pe baza pre￿ului 
sc￿zut.  În  mod  evident,  strategia 
competitiv￿  a  Wal-Mart  este  diferit￿  de 
cea a companiei McMaster. 
Putem  face  diferen￿￿,  totodat￿, 
între Dell, cu modelul s￿u build-to-order 
(produc￿ie-la-comand￿),  ￿i  o  companie 
precum Gateway care vinde calculatoare 
eMachines prin intermediul detaili￿tilor.  
Dell a pus accent pe adaptare ￿i 
varietate  la  un  cost  rezonabil,  clien￿ii 
trebuind  s￿  a￿tepte  aproximativ  o 
s￿pt￿mân￿ pentru a-￿i primi produsul. 
În  mod  contrar,  un  client  poate 
merge  la  un  detailist  de  calculatoare, 
poate  fi  ajutat  de  c￿tre  un  vânz￿tor  ￿i  
poate pleca în aceea￿i zi cu un calculator 
eMachines.  Gradul  de  varietate  ￿i 
adaptare  disponibil  la  detailist  este,  cu 
toate  acestea,  limitat.  În  fiecare  dintre 
aceste cazuri, strategia concuren￿ial￿ este 
definit￿  pe  baza  felului  în  care  clientul 
percepe costul produsului, durata livr￿rii,  
 
2. Competitive and logistic strategies  
 
The  competitive  strategy  of  a 
company defines, as far as its competition 
is  regarded,  the  set  of  the  consumers’ 
needs which the company tries to satisfy 
by means of its products and services. For 
example  Wal-Mart  aims  at  offering  a 
variety  of  available  products  of  a 
resonable  quality at low prices. Most of 
the products sold in Wal-Mart (all sorts, 
from  domestic  electric  appliances  to 
clothes) can be bought in any other shop, 
as well. What Wall-Mart offers is a low 
price  and  availability.  McMaster-Carr 
sells products for maintenance, repair and 
technological  producs  (MRO).  It  offers 
more  than    400.000  different  products 
both  by  means  of  a  catalogue  and  a 
website. Its  competitive strategy  focuses 
on  providing  accessibility,  availability 
and rapidity to the customer. Focusing on 
rapidity, McMaster does not compete by 
low  prices.  The  competitive  strategy  of 





We can also make the difference 
between  Dell,  with  its  build-to-order 
model and  a company  such  as  Gateway 
which  sells  eMachines  computers  by 
means of retail sellers.  
Dell focused on adaptability and 
variety at a resonable price, but customers 
have to wait around one week in order to 
get their product.  
On the contrary, a customer can 
go to a computer retail seller, he can be 
helped by the shop assistand and can go 
home with an eMachines computer on the 
very  same  day.  Nevertheless the  variety 
and availability  degree is limited with a 
retail  dealer.  In  each  of  these  cases  the 
competitive strategy is defined according 
to  the  way  the  customer  perceives  the 
price  of  the  product,  the  delivery  time, 
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varietatea  ￿i  calitatea.  Un  client 
McMaster-Carr  pune  mai  mare  pre￿  pe 
varietatea produsului ￿i timpul de r￿spuns, 
decât pe costul acestuia. Un client Wal-
Mart,  în  mod  contrar,  pune  mai  mare 
accent  pe  cost.  Un  client  Dell,  care 
cump￿r￿  online,  pune  mare  accent  pe 
varietatea  produsului  ￿i  adaptare.  Un 
client  care  cump￿r￿  un  calculator 
Machines  de  la  un  detailist  este  mai 
preocupat  de  pre￿,  de  r￿spunsul  în  timp 
rapid,  ￿i  de  ajutorul  acordat  pentru 
selectarea  produsului.  Astfel,  strategia 
competitiv￿ a unei companii va fi definit￿ 
pe  baza  priorit￿￿ilor  clien￿ilor  s￿i. 
Strategia competitiv￿ are în vizor unul sau 
mai multe segmente de consumatori ￿i are 
ca scop oferirea de produse ￿i servicii care 
s￿ satisfac￿ nevoile acestor consumatori. 
Pentru  a  observa  rela￿ia  dintre 
strategiile competitive ￿i cele ale lan￿ului 
logistic,  vom începe cu lan￿ul  valoric al 
unei organiza￿ii tipice, dup￿ cum apare în 
figura 2.  
 
 
the variety and quality. A McMaster-Carr 
customer  is  more  ineterested  in  the 
variety  of  the  product  and  the  response 
time.  On  the  other  side,  a  Wal-Mart 
custmer is focused rather on price. A Dell 
customer who buys on-line centers on the 
variety and adaptability of the product. A 
customer who buys a Machines computer 
from  a  retail  dealer  is  rather  concerned 
with  the  price,  the  promptness  and  the 
assistance  offered  for  choosing  the 
product.  Consequently  the  competitive 
strategy will be defined according to the 
customers’  priorities.  Competitive 
strategy  has  as  target  one  or  more 
consumers’ segments and aims at offering 
products  and  services  which  should 
satisfy the customers’ needs.  
 
For  examining  the  relationship 
between  the  competitive  strategies  and 
those of the logistics chain we will start 
with  the  value  chain  of  a  typical 















Figura 2  Lan￿ul valoric într-o companie (Value chain in a company) 
Sursa: Chopra, S., Meindl, P. - Supply Chain Management, Pearson Education, USA, 2007, p. 23 
 
Lan￿ul  valoric  începe  cu 
dezvoltarea  de  noi  produse,  care  creeaz￿ 
condi￿ii tehnice (specifica￿ii) pentru produs. 
Marketingul  ￿i  vânz￿rile  genereaz￿  cerere 
prin divulgarea priorit￿￿ilor clien￿ilor pe care 
produsele  ￿i  serviciile  le  vor  satisface. 
Marketingul  aduce,  de  asemenea,  inputul 
￿
￿ The value chain begins with the 
development  of  new  products  which 
provides  the  technical  conditions 
(specifications)  for  the  product. 
Marketing and sales generate demand by 
revealing the customers’ priorities which 
the  products  and  services  will  satisfy. 
 
Finan￿e, Contabilitate, Tehnologie Informa￿ional￿, Resurse 
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consumatorului  înapoi  la  dezvoltarea  de 
noi produse. 
￿ Folosind  noi  specifica￿ii  pentru 
produs, opera￿iunile transform￿ inputurile 
în outputuri pentru a crea produsul.￿
  Distribu￿ia  fie  duce  produsul  la 
client,  fie  aduce  clientul  la  produs. 
Servirea r￿spunde la cerin￿ele clientului în 
timpul  sau  dup￿  vânzare.  Toate  acestea 
reprezint￿  procese  sau  func￿ii 
fundamentale  care  trebuie  realizate  cu 
scopul  de  a  avea  o  vânzare  de  succes. 
Finan￿ele,  contabilitatea,  tehnologia 
informa￿ional￿ ￿i resursele umane sprijin￿ 
￿i faciliteaz￿ func￿ionarea lan￿ului valoric. 
  Toate aceste func￿ii joac￿ un rol 
în realizarea strategiei competitive a unei 
companii ￿i fiecare dintre ele trebuie s￿-￿i 
dezvolte  propria  strategie,  incercand  sa 
realizeze deosebit de bine fiecare proces 
sau functie.  
 
  O  strategie  de  dezvoltare  a 
produsului  specific￿  portofoliul  de  noi 
produse pe care o companie încearc￿ s￿ le 
dezvolte. Dicteaz￿, totodat￿, dac￿ efortul 
de dezvoltare va fi intern sau externalizat. 
O  strategie  de  marketing  ￿i  vânz￿ri 
specific￿  felul  în  care  pia￿a  va  fi 
segmentat￿  ￿i  produsul  pozi￿ionat  ￿i 
promovat,  iar  pre￿ul  stabilit.  O  strategie 
logistic￿  determin￿  natura  achizi￿iei 
materiei prime, transportul materiei de la 
￿i pân￿ la companie, fabricarea produsului 
sau  opera￿iunea  de  service-are  ￿i 
distribu￿ia produsului c￿tre client, al￿turi 
de  orice  serviciu  ulterior  precum  ￿i  o 
specificare  dac￿  aceste  procese  se  vor 
efectua în interiorul companiei sau vor fi 
externalizate.  ￿inând  cont  de  faptul  c￿ 
firmele sunt rareori integrate complet pe 
vertical￿,  este  important  s￿  recunoa￿tem 
faptul  c￿  strategia  logistic￿  define￿te  nu 
numai  care  sunt  procesele  din  cadrul 
firmei care ar trebui s￿ fie bine efectuate, 
dar  ￿i  care  este  rolul  jucat  de  fiecare 
entitate  a  lan￿ului  de  aprovizionare-
distribu￿ie. 
Marketing  brings  also  the  user’s  input 
back to the development of new products. 
  Using new specifications for the 
product,  the  operations  turn  inputs  into 
outputs in order to create the product. 
  Distribution  brings  the  product  to 
the customer or the customer to the product. 
Service  meets  the  customer’s  demands 
during  or  after  sale.  All  these  represent 
fundamental processes or functions which 
have  to  be  performed  in  order  to  have 
successful  sales.  Finances,  accounting, 
information  technology  and  human 
resources  support  and  facilitate  the 
operation of the value chain.  
  All these functions play a role in 
achieving  the  competitive  strategy  of  a 
company  and  each  of  them  has  to 
develope  their  own  strategy.  In    this 
context,  strategy  refers  to  what  each 
process  or  function  will  try  to  achieve 
extremely well.  
  A  strategy  for  product 
development  specifies  the  portfolio  of 
new  products  which  a  company  tries  to 
develop. It also decides if the development 
effort will be internalised or externalised. A 
marketing and sales strategy specifies the 
way  in  which  the  market  will  be 
segmented and the product positioned and 
promoted  and  the  price  set.  A  logistic 
strategy  determines  the  type  of  raw 
material acquisition,  the transport  of the 
raw  material  from  and  to  the  company, 
the  product  manufacture  or  the  service 
operation  and  the  distribution  of  the 
product to the customer together with all 
the  subsequent  service  as  well  as  the 
specification  if  these  processes  wil  be 
performed within the company or will be 
externalised. Taking into account the fact 
that  companies  are  seldom  entirely 
vertically  integrated,  it  is  important  to 
admit  the  fact  that  the  logistic  strategy 
designates  not  only  which  processes 
within  the  company  should  be  well 
performed, but also which role each entity 
of the supply-distribution chain plays.  The logistics of merchandise￿ ￿ ￿￿
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  De exemplu, strategia logistic￿ a 
companiei Cisco necesit￿ ca o mai mare 
parte  din  activitatea  de  fabricare  ￿i 
asamblare  a  componentelor  s￿  fie 
externalizat￿. 
În acest caz, strategia logistic￿ a 
companiei Cisco identific￿ nu doar ceea 
ce Cisco ar trebui s￿ efectueze bine, ci ￿i 
rolul  fiec￿rei  ter￿e  p￿r￿i  c￿reia  i  se 
externalizeaz￿  sarcinile  lan￿ului  logistic. 
Strategia  lan￿ului  logistic  specific￿  ceea 
ce  opera￿iunile,  distribu￿ia  ￿i  func￿iile 
servirii, fie acestea interne sau externe, ar 
trebui  s￿  realizeze  deosebit  de  bine. 
Deoarece  ne  ax￿m  aici  pe  strategia 
lan￿ului  logistic,  o  vom  defini  mai  în 
detaliu. Strategia lan￿ului logistic include 
o specifica￿ie a structurii largi a lan￿ului 
logistic ￿i ceea ce mul￿i numesc, în mod 
tradi￿ional,  „strategia  furnizorului”, 
„strategia  opera￿iunilor”  ￿i  „strategia 
logistic￿”. De exemplu, decizia Dell de a 
vinde direct, decizia companiei Gateway 
de  a  începe  s￿  vând￿  calculatoare  prin 
intermediul  detaili￿tilor  ￿i  decizia 
companiei  Cisco  de  a  folosi  fabricarea 
sub  contract  (externalizat￿)  definesc 
structura  larg￿  a  lan￿ului  lor  de 
aprovizionare-distribu￿ie ￿i fac toate parte 
din  strategiile  lan￿ului  lor  logistic. 
Strategia  lan￿ului  logistic  include,  de 
asemenea,  deciziile  de  concepere  cu 
privire la inventar, transport, facilit￿￿i de 
exploatare  ￿i  fluxuri  de  informa￿ii.  De 
exemplu, deciziile companiei Amazon de 
a construi depozite pentru înmagazinarea 
anumitor  produse  ￿i  utilizarea  în 
continuare  a  distribuitorilor  ca  surs￿  de 
alte  produse  fac  parte  din  strategia 
lan￿ului  s￿u  logistic.  În  mod  similar, 
decizia  Toyota  de  a  avea    facilit￿￿i  de 
produc￿ie  pe  fiecare  dintre  pie￿ele  sale 
principale  face  parte  din  strategia  sa 
logistic￿. 
  Lan￿ul  valoric  subliniaz￿  rela￿ia 
strâns￿  dintre  strategiile  func￿ionale  din 
cadrul unei companii. 
 
  For example the logistic strategy 
of Cisco company requires that a greater 
part  of  the  manufacturing  and 
assemblying  activity  should  be 
externalised. 
In this case the logistic strategy of 
Cisco  company  identifies  not  only  what 
Cisco should  perform well,  but  also the 
role of each third party whom the tasks of 
the  logistics  supply  chain  are  assigned. 
The  strategy  of  the  logistics  chain 
specifies what operations, distribution and 
service functions, not matter if internal or 
external, should perform extremely well. 
Since we focus here on the strategy of the 
logistics  chains,  we  will  describe  it  in 
detail. The strategy of the logistics chain 
includes  a  specification  of  the  large 
structure of the logistics chain and what 
many  traditionally  call  „provider’s 
strategy”,  „operations  strategy”  and 
„logistic  strategy”.  For  example,  Dell’s 
decision  to  sell  directly,  Gateway’s 
decision  to  start  selling  computers  by 
means of retailers and Cisco’s decision to 
manufacture  on  the  basis  of  contracts 
(externalised) define the large structure of 
their supply-distribution chain and all of 
them  are  part  of  the  strategies  of  their 
logistics  chain.  The  strategy  of  the 
logistics  chain  also  includes  conceptual 
decisions  regarding  inventory,  transport, 
operation facilitis and information flows. 
For example Amazon’s decision to built 
warehouses for storing different products 
and  to  continue  using  distributors  as  a 
source  of  other  products  belongs  to  the 
strategies of its logistic chain. Similarly, 
Toyota’s  decision  to  have  production 
facilities  on each  of its  main markets is 




  The  value  chain  underlines  the 
tight  relationship  between  the functional 
strategies within a company. 
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  Astfel,  diversele  strategii 
func￿ionale nu pot fi formulate în izolare. 
Acestea  sunt  strâns  legate  între  ele  ￿i 
trebuie s￿ se potriveasc￿ ￿i s￿ sprijine una 
pe  cealalt￿  dac￿  o  companie  dore￿te  s￿ 
reu￿easc￿. 
  De exemplu, succesul companiei 
japoneze Seven-Eleven poate fi legat  de 
armonizarea  excelent￿  dintre  strategiile 
sale func￿ionale. Marketingul de la Seven-
Eleven  a  accentuat  accesibilitatea  sub 
forma  accesului  facil  la  magazine  ￿i  a 
disponibilit￿￿ii unei game largi de produse 
￿i servicii. Dezvoltarea de noi produse la 
Seven-Eleven  adaug￿,  în  mod  constant, 
produse  ￿i  servicii,  ca  de  exemplu 
serviciile de plat￿ a facturilor care atrag 
clien￿ii  ￿i  exploateaz￿  infrastructura 
informa￿ional￿  excelent￿  ￿i  îi  determin￿ 
pe  clien￿i  s￿  viziteze  frecvent  Seven-
Eleven.  Opera￿iunile  ￿i  distribu￿ia  la 
Seven-Eleven s-au axat pe a avea o mare 
densitate  de  magazine,  pe  a  fi  foarte 
receptivi ￿i pe oferirea unei infrastructuri 
informa￿ionale  excelente.  Rezultatul  este 
un  cerc  virtuos  în  care  infrastructura 
lan￿ului  logistc  este  exploatat￿  pentru  a 
oferi  noi  produse  ￿i  servicii  care  s￿ 
m￿reasc￿  cererea,  iar  cererea  sporit￿,  la 
rândul  ei,  faciliteaz￿  îmbun￿t￿￿irea  de 
c￿tre opera￿iuni a densit￿￿ii magazinelor, 
a  activit￿￿ii  în  reaprovizionare  ￿i  a 
infrastructurii informa￿ionale. 
  În  urm￿toarea  parte  vom 
aprofunda  no￿iunea  de armonizare  ￿i  vom 
c￿uta s￿ r￿spundem la urm￿toarea întrebare: 
În func￿ie de strategia sa competitiv￿, ce ar 
trebui  s￿  încerce  s￿  realizeze  deosebit  de 
bine lan￿ul logistic al unei companii? 
 
3. Ob￿inerea armoniz￿rii strategice 
  Acesta  parte  a  lucrarii  este 
construit￿  pe  ideea  c￿,  pentru  ca  o 
companie  s￿  aib￿  succes,  strategia  sa 
logistic￿  ￿i  strategia  competitiv￿  trebuie 
s￿ se armonizeze împreun￿. 
  Armonizare  strategic￿  semnific￿ 
faptul c￿ atât strategia logistic￿, cât ￿i cea  
 
  Thus  the  different  functional 
strategies cannot be mapped out isolately. 
They are tightly connected to each other 
and have to match and support each other 
if a company wants to be sucessful.  
  The  success  of  the  Japanese 
company Seven-Eleven, for example, can 
be  attributed  to  the  excellent 
harmonisation of its functional strategies. 
The marketing at Seven-Eleven increased 
accessibility by means of easy access to 
shops and availability of a large range of 
products  and  services.  The  development 
of  new  products  at  Seven-Eleven 
constantly adds new products and services 
such  as  invoice  payment  service  which 
atract  clients  and  exploit  the  excellent 
information infrastructure, as well as the 
fact that customers frequently visit Seven-
Eleven. The operations and distribution at 
Seven-Eleven focused on a  high  density 
of shops, on being reactive and offering 
an  excellent  information  infrastructure. 
The result is a virtuous cycle in which the 
infrastructure  of  the  logistic  chain  is 
expoited  for  offering  new  products  and 
services  which  should  increase  the 
demand; the increased demand in its turn 
facilitates  the  improvment  of  the  shops 
density  by  means  of  operations,  the 
reactivity  in  resupply  and  information 
infrastructure. 
  In the next part we will study the 
concept of harmonisation and will try to 
answer  the  following  question:  With 
respect  to  its  competitive  strategy,  what 
should the logistics  chain of a company  
try to achieve extremely well ?  
 
 
3. Achieving the strategic harmonisation  
  This part of the paper is based on 
the  idea  that  for  being  a  successful 
company,  its  logistic  and  competitive 
strategy have to harmonise with each other. 
  Strategic  harmonisation  means 
that both logistic and competition strategy 
have  common  aims.  This  refers  to  the  
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competitiv￿  au  ￿eluri  comune.  Aceasta  se 
refer￿  la compatibilitatea  dintre priorit￿￿ile 
clientului  pe  care  sper￿  s￿  le  satisfac￿ 
strategia  competitiv￿  ￿i  la  capacit￿￿ile 
lan￿ului  logistic  pe  care  strategia  logistic￿ 
￿inte￿te s￿ le construiasc￿. 
Chestiunea referitoare la ob￿inerea 
armoniz￿rii  strategice  reprezint￿  un 
element  cheie  în  realizare  strategiei 
lan￿ului logistic sau în faza de concepere. 
Toate  procesele  ￿i  func￿iile  care 
fac  parte  din  lan￿ul  valoric  al  unei 
companii contribuie la succesul sau e￿ecul 
acesteia.  Aceste  procese  ￿i  func￿ii  nu 
func￿ioneaz￿ în izolare: niciun proces sau 
func￿ie,  de  unul/una  singur(￿)  nu  poate 
asigura  succesul  lan￿ului.  În  schimb, 
e￿ecul oric￿rui singur proces sau func￿ie 
poate  conduce  la  e￿ecul  întregului  lan￿. 
Succesul  sau  e￿ecul  unei  companii  este, 
a￿adar, strâns legat de urm￿toarele puncte 
cheie: 
· Strategia  competitiv￿  ￿i  toate 
strategiile  func￿ionale  trebuie  s￿  se 
armonizeze  pentru  a  forma  o  strategie 
final￿ coordonat￿.  
· Func￿iile  diferite  din  cadrul 
unei companii trebuie s￿-￿i structureze în 
mod corespunz￿tor procesele ￿i resursele 
pentru a putea realiza aceste strategii cu 
succes. 
· Conceperea  întregului  lan￿ 
logistic  ￿i  rolul  fiec￿rei  etape  trebuie 
aliniat  pentru a sprijini  strategia lan￿ului 
logistic. 
O  companie  poate  da  gre￿  fie 
datorit￿ lipsei unei armoniz￿ri strategice, 
fie  datorit￿  faptului  c￿  procesele, 
conceperea  întregului  lan￿  logistic  ￿i 
resursele  nu  ofer￿  capacit￿￿ile  necesare 
pentru  a  sprijini  armonizarea  strategic￿ 
dorit￿.  
Dac￿ ne gândim la sarcinile majore 
ale  unui  director  executiv,  pu￿ine  dintre 
ele sunt mai importante decât sarcina de a 
alinia conceperea lan￿ului logistic ￿i toate 
strategiile  func￿ionale  principale  la 
 
compatibility  between  the  customer’s 
priorities  which the  competitive  strategy 
hopes to satisfy and to the capacities of 
the  logistics  chain  which  the  logistic 
strategy aims at achieving. 
 
Achieving  strategic  harmonisation 
is a key element in pursuing the strategy 
of  the  logistics  chain  or  in  the  project 
stage.  
All  the  processes  and  functions 
belonging  to  the  value  chain  of  a 
company  contribute  to  the  company’s 
success  or  failure.  These  processes  and 
functions do not act isolately: no process 
or function alone can ensure the success 
of the chain. On the other hand, the failure 
of a single process or function can lead to 
the  failure  of  the  whole  chain.  The 
success or failure of a company is closely 
connected  with  the  following  key 
elements: 
· The  competitive  strategy  and 
all  the  functional  strategies  have  to 
harmonise  with  each  other  in  order  to 
result into a final coordinated strategy.  
· Each functional strategy has to 
support the other functional strategies and 
to help a company to achieve the aim of 
the competitive strategy.  
 
· The different functions within 
a company have to structure the processes 
and  resources  accordingly  in  order  to 
sucessfully achieve these strategies.  
A company can fail either due to 
the  lack  of  a  strategic  harmonisation  or 
because the processes, the planning of the 
whole logistics chain and the resources do 
not  offer  the  necessary  capacities  for 
supporting  the  desired  strategic 
harmonisation. 
  If we think of the main tasks of 
an  executive  director,  few  of  them  are 
more important than the task of aligning 
the planning of the logistics chain and all 
the  main  functional  strategies  with  the 
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întreaga  strategie  competitiv￿  pentru  a 
ob￿ine armonizarea strategic￿. 
  În cazul în care nu se realizeaz￿ 
aceast￿  aliniere,  apar  conflicte  între 
diferite  scopuri  func￿ionale,  sau  între 
scopurile  diferitelor  niveluri  ale  lan￿ului 
logistic.  Astfel  de  conflicte  au  drept 
rezultat  faptul  c￿  diferite  func￿ii  din 
cadrul  firmei  ￿i  diferite  niveluri  de-a 
lungul  lan￿ului  logistic  vizeaz￿  priorit￿￿i 
diferite  ale  clien￿ilor.  Acest  conflict  din 
cadrul  firmei  sau  de-a  lungul  lan￿ului 
logistic  conduce  la  conflicte  în  timpul 
opera￿iunii lan￿ului logistic. 
  S￿ lu￿m, de exemplu, o situa￿ie 
în  care  marketingul  face  reclam￿  la 
abilitatea unei companii de a oferi o gam￿ 
larg￿ de produse foarte repede; simultan, 
distribu￿ia vizeaz￿ g￿sirea mijloacelor de 
transport  cu  cel  mai  sc￿zut  cost.  În 
aceast￿  situa￿ie  este  foarte  probabil  ca 
distribu￿ia s￿ întârzie comenzile pentru a 
ob￿ine costuri de transport mai bune prin 
gruparea  comenzilor  sau  prin  folosirea 
unor mijloace de transport necostisitoare, 
dar  încete.  Aceast￿  ac￿iune  într￿  în 
conflict  cu  scopul  expus  de  c￿tre 
marketing,  acela  de  a  oferi  varietate  în 
mod rapid. În mod similar, imagina￿i-v￿ 
un scenariu în care un detailist a decis s￿ 
ofere  un  nivel  ridicat  de  varietate  ￿i  în 
acela￿i  timp  s￿  aib￿  niveluri  sc￿zute  de 
inventar,  dar  a  selectat  furnizori  ￿i 
societ￿￿i de transport pe baza pre￿ului lor 
sc￿zut  ￿i  nu  a  reactivit￿￿ii  acestora.  În 
acest caz, este probabil ca detailistul s￿ se 
trezeasc￿ cu clien￿i nesatisf￿cu￿i, datorit￿ 
disponibilit￿￿ii sc￿zute a produsului. 
  Pentru  a  aprofunda  subiectul 
armoniz￿rii  strategice,  revenim  la 
exemplul cu Dell Computer.  
  Strategia  competitiv￿  a  firmei 
Dell const￿ în a furniza o gam￿ larg￿ de 
produse,  care  pot  fi  adaptate  la  un  pre￿ 
rezonabil. Clien￿ii firmei pot alege din mii 
de posibile configura￿ii PC.  
 
whole  competitive  strategy  in  order  to 
achieve strategic harmonisation. 
  If  this  alignment  is  not 
performed, there appear conflicts between 
different functional aims  or  between the 
aims of the different levels of the logistics 
chain. Such conflicts have as a result the 
fact  that  different  functions  within  the 
company  and  different  levels  along  the 
logistics chain focus on different priorities 
of the customers. This conflict within the 
company  or  along  the  logistics  chain 
leads to conflicts during the operation of 
the logistics chain.  
  We  mention  as  example  a 
situation  in  which  marketing  advertises 
the ability of a company to offer a large 
range  of  products  very  fast; 
simultaneously  distribution  focuses  on 
finding the transport means at the lowest 
cost. In this situation it is very likely that 
distribution  could  delay  the  orders  in 
order  to  get  better  shipping  costs  by 
grouping  the  orders  or  by  using 
unpretentious  but  slow  transportation 
means.  This  action  comes  into  conflict 
with  the  marketing  puprose,  that  of 
offering  variety  very  fast.  Similarly 
imagine  a  scenario  in  which  a  retailer 
decided to offer great variety and at the 
same time to have a low inventory stock, 
but  he  selected  suppliers  and  shipping 
companies for their low prices and not for 
their promptness. In this case it is possible 
that the retailer should have to deal with 
unsatisfied customers because of the low 
product availability.  
 
  For a better understanding of the 
strategic  harmonisation  concept,  let’s  go 
back to the example with Dell Computer 
from Chapter 1. 
  The  competitive  strategy  of  Dell 
company consists in providing a large range 
of  products  that  can  be  adapted,  to  a 
resonable price. The company’s customers 
can choose from thousands of possible PC 
configurations.  The logistics of merchandise￿ ￿ ￿￿
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  În  ceea  ce  prive￿te  strategia 
lan￿ului  logistic,  produc￿torul  de 
calculatoare are o serie de op￿iuni. 
  Pe de o parte, o companie poate 
dispune de un lan￿ logistic eficient axat pe 
producerea  de  calculatoare  la  costuri 
sc￿zute  prin  limitarea  variet￿￿ii  ￿i 
exploatarea  economiilor  de  scar￿.  Pe  de 
alt￿ parte, o companie poate dispune  de 
un  lan￿  logistic  foarte  flexibil  ￿i  reactiv 
care  este  foarte  bun  pentru  producerea 
unei largi variet￿￿i de produse. În cel de-al 
doilea  caz,  costurile  vor  fi  mai  ridicate 
decât într-un lan￿ logistic eficient. Ambele 
strategii  logistice  sunt  viabile  de  unele 
singure,  dar  nu  se  potrivesc  în  mod 
neap￿rat  cu  strategia  competitiv￿  a 
companiei Dell. O strategie logistic￿ care 
pune accent pe flexibilitate ￿i reactivitate 
dispune  de  o  armonizare  strategic￿  mai 
bun￿  cu  strategia  competititv￿  a 
companiei Dell de a oferi o mare varietate 
de produse care pot fi adaptate. 
  Aceast￿ no￿iune de armonizare se 
extinde,  totodat￿,  ￿i  la  celelalte  strategii 
func￿ionale  ale  companiei  Dell.  De 
exemplu, strategia companiei de dezvoltare 
a produselor ar trebui s￿ pun￿ accentul pe 
conceperea  produselor  care  sunt  u￿or 
adaptabile,  ceea  ce  poate  include 
conceperea  de  platforme  comune  pentru 
mai  multe  produse  ￿i  utilizarea  de 
componente  comune.  Produsele  Dell 
folosesc  componente  comune  ￿i  sunt 
concepute  pentru  a  fi  asamblate  rapid. 
Aceast￿ caracteristic￿ îi permite companiei 
Dell  s￿  asambleze  rapid  calculatoare  ca 
r￿spuns  la  o  comand￿  a  unui  client. 
Conceperea de noi produse la Dell sprijin￿ 
capacitatea lan￿ului logistic  de  a asambla 
calculatoare ce pot fi adaptate ca r￿spuns la 
comenzile clientului.  
  Aceast￿ capacitate, la rândul s￿u, 
sprijin￿ scopul strategic al companiei Dell 
de  a  oferi  adaptabilitate  clien￿ilor  s￿i. 
Compania Dell a ob￿inut, în mod clar, o 
armonizare strategic￿ între diferitele sale 
strategii  func￿ionale  ￿i  strategia  sa  
 
  As  far  as  the  strategy  of  the 
logistics chain is regarded, the computer 
manufacturer has a series of options. 
  On  one  hand,  a  company  can 
have an efficient logistics chain focused 
on computer manufacturing at low costs 
by limiting variety and by exploiting scale 
economics.  On  the  onther  hand,  a 
company  can  have  a  very  flexible  and 
reactive  logistics  chain  which  is 
appropriate  for  manufacturing  a  great 
variety of products. In the second case the 
costs  will  be  higher  than  in  an  efficient 
logistics chain. Both logistic strategies are 
viable  by  themselves,  but  they  do  not 
necessarily match with Dell’s competitive 
strategy.  A  logistic  strategy  that  centers 
on  flexibility  and  reactivity  has  a  better 
strategic  harmonisation  with  Dell’s 
competitive strategy which offers a great 
variety of adaptable products.  
   
   
  This harmonisation concept also 
extends  to  the  other  Dell’s  functional 
strategies . For example, the copmpany’s 
strategy  regarding  products  development 
should  focus  on  designing  easily 
adaptable  products,  which  can  include 
projecting  common  platforms  for  more 
products and using common components. 
Dell  products  use  common  components 
and  are  so  designed  that  they  could  be 
rapidly  assembled.  This  feature  allows 
Dell to rapidly assembe computers as an 
answer to a customer’s order. Designing 
new  products  at  Dell  supports  the 
capacity of the logistics chain to assemble 
computers  which  can  be  adapted 
according to the customer’s requirements. 
 
 
  This ability, in its turn, supports 
Dell’s  strategic  aim  of  offering 
adaptability  to  its  customers.  Dell 
obviously  acquired  a  strategic 
harmonisation  between  its  different 
functional  strategies  and  its  competitive  
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competitiv￿.  No￿iunea  de  armonizare  se 
extinde  ￿i  la  alte  niveluri  din  lan￿ul 
logistic Dell 
  ￿inând  cont  de  faptul  c￿  Dell 
ofer￿  un  mare  grad  de  adaptabilitate  în 
timp  ce  opereaz￿  cu  stocuri  mici,  este 
foarte  important  ca  furnizorii  ￿i 
transportatorii s￿i s￿ fie reactivi. 
De  exemplu,  capacitatea 
transportatorilor de a al￿tura un calculator 
de  la  Dell  cu  un  monitor  de  la  Sony 
permite companiei Dell s￿  nu transporte 
monitoare  Sony  în  inventar.  Dell  a 
încercat  s￿  ob￿in￿  aceast￿  aliniere  a 
capacit￿￿ilor de-a lungul lan￿ului logistic. 
 
Concluzii 
  Lipsa unei armoniz￿ri strategice 
între strategia competitiv￿ ￿i cea a lan￿ului 
logistic poate face ca lan￿ul logistic s￿ ia 
m￿suri  care  nu  sunt  conforme  nevoilor 
consumatorului,  ceea  ce  conduce  la  o 
reducere a excedentului lan￿ului logistic ￿i 
o  sc￿dere  a  profitabilit￿￿ii  lan￿ului. 
Armonizarea  strategic￿  necesit￿  ca  toate 
func￿iile  din  cadrul  unei  firme  ￿i  toate 
fazele  lan￿ului  logistic  s￿  vizeze  acela￿i 




  Pentru  a  ob￿ine  armonizarea 
strategic￿, o companie trebuie, în primul 
rînd,  s￿  în￿eleag￿  nevoile  clien￿ilor 
deservi￿i,   incertitudinea  lan￿ului logistic 
￿i  s￿  identifice  incertitudinea  implicit￿. 
Cel de-al doilea pas const￿ în în￿elegerea 
capacit￿￿ilor  lan￿ului  logistic  în  ceea  ce 
prive￿te  eficien￿a  ￿i  reactivitatea.  Cheia 
c￿tre  armonizarea  strategic￿  este 
asigurarea c￿ reactivitatea lan￿ului logistic 
este  compatibil￿  cu  nevoile  clientului, 
capacit￿￿ile  lan￿ului  ￿i  incertitudinea 
implicit￿ rezultat￿. 
strategy. The harmonisation concept also 
extends to other levels of Dell’s logistics 
chain. 
  Taking into account the fact that 
Dell offers a high degree of adaptability 
while  operating  with  small  stocks,  it  is 
very  important  that  its  suppliers  and 
shippers should be reactive. For example 
the  shippers’  ability  to  assemble  a  Dell 
computer  with  a  Sony  monitor  allows 
Dell  not  to  transport  Sony  monitors  in 
inventory.  Dell  tried  to  acquire  this 





  The  lack  of  strategic 
harmonisation  between  competitive 
strategy and that of the logistics chain can 
have as a result the fact that the logistic 
chain  takes  decisions  which  do  not 
correspond  to  the  customers’  needs, 
which leads to a diminution of the logistic 
chain’s surplus and to a lowering of the 
chain’s  profitability.  The  strategic 
harmonisation  requires  that  all  the 
functions  within  a  company  and  all  the 
stages of the logistics chain should serve 
the  same  purpose,  one  which  is 
compatible with the customer’s needs.  
  For  acquiring  strategic 
harmonisation a company has, first of all, 
to understand the needs of its customers,  
the uncertainty of the logistics chain and 
to identify the implicite uncertainty. The 
second step consists in understanding the 
capacities  of  the  logistics  chain  with 
respect  to  efficiency  and  reactivity.  The 
key to strategic harmonisation is making 
sure  that  the  reactivity  of  the  logistics 
chain  is  compatible  with  the  customer’s 
needs, the capacities of the chain and the 
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